THE FuTuRE: 2021
Marketing research, as an industry, is faced with having to adapt to environmental changes (mostly technology-driven) with autonomous processes that vary from one company to another.
Technology-driven adaptation
"Technology-related changes" can be classified as either sustained or disruptive, depending on whether they sustain the industry's rate of improvement in product performance or disrupt/redefine that performance trajectory (Christensen and Bower, 1996) . Companies that master new technologies can benefit from the first-mover advantage, as technological leadership is one of three possible sources of first-mover advantage. First movers are also exposed to free-rider effects, however, and the resolution of technological or market uncertainty drives shifts in technology or customer needs and incumbent inertia (Lieberman and Montgomery, 1988) . These are first-mover disadvantages that determine some products that are first to market do not succeed.
And, in fact, digital, technology-driven solutions that enable marketing research today have opened the door to innovation in this industry.
Marketing-Research adaptation Enabling Lead Effect of Marketing Function
By quantifying its value, marketing can focus on its lead effect as opposed to its carryover effect. "Lead effects" are those caused by consumers' or suppliers' anticipating changes, also called "anticipatory response effects." "Carryover effects" are those delayed-response effects that occur between the time marketing decisions are implemented and the time induced purchases occur (Doyle and Saunders, 1985) . 
Marketing Research's Strategic Inflexion Point
Before we examine how marketing research can adapt to environmental changes and develop autonomous processes, it is important to look back at how the practice has evolved in recent years. In the 1990s, the structure of data feeds for research was straightforward: there was one bucket for company data, retailer data, syndicated marketing and sales data, and syndicated media data. And there was a second bucket for survey research, which came in a number of shapes and sizes. A recent IBM study of 1,500 corporate and public-service leaders in 60 nations found that 95 percent of "standout" leaders believe that getting closer to the customer is a top business strategic initiative in the next 5 years. This prioritization, of course, will help drive further research innovation enabled by sustained technological changes.
As we look ahead to 2021, at least two of the trends are readily apparent:
• The volume of available information will continue to grow rapidly, driving the need for synthesis. Hence, processing power will continue to increase and advanced analytics will flourish.
• The need for closeness to the customer will drive innovation, especially in unprompted consumer research.
Corporate leaders will develop fluid, searchable knowledge collection capabilities-an insights-on-demand capability that will not require interruptions to initiate individual studies to answer business questions.
And such changes naturally give rise to questions regarding the future structure of the marketing-research industry. And the questions include the following:
• What will happen structurally to research departments?
• With so much information available to drive competitive advantage, who in the client company will "own" this capability and resource?
• Will client research departments take the lead and have a bigger role?
• Will a chief knowledge officer-perhaps recruited from a management consultancy-take on ownership?
• In the new world, knowledge will exist before the business question is formed.
The researcher of the future will be an accomplished navigator of the unpredictable waters in this complex river system.
Fishing the River
As we move toward a river of flowing information, the focus of the marketingfocused organization will be on mastering the strategies and tools for "fishing" the relevant data from the flow of information and channeling the river toward information that is valuable for the firm. and easy access to these consumers. As the channels-and flow of information between firms and consumers-increase, more firms will be able to utilize this valuable decision-making tool.
Synthesis of Data Sources
The large number of data sources described earlier easily might create a problem of information overload. Furthermore, even if a form is able to distill the flow of information to the relevant and useful information, treating each one of the information sources at isolation limits the firm's ability to utilize these data. For example, for a firm to utilize geographic information collected from a customer's mobile phone, the firm needs to match these data with customer's personal information and transactional data. Similarly, the integration of social network data with marketing data is necessary to convert social networks to a valuable marketing tool.
Such integration often will require crossing inter-organizational boundaries to benefit from a wide variety of skills (e.g., customer insights, database management, and information technology). At present, many firms find it difficult even to share data within the organization, let alone syndicate these data. A necessary condition for a successful use of the flow of information is the ability not only to fish the river for data but to syndicate and merge the various streams of data.
MaRkETING RESEaRCH IN 2021
We base our forecast on three assumptions:
• Data-the raw material for market research-will grow dramatically in volume and become even more inexpensive than it is today.
• Data mining, social-media listening, Web analytics, point-of-sale data, customer relationship management, insight communities, and neuromarketing will expand rapidly. These tools will reduce-but not eliminate-the use of survey research.
• Insights functions and suppliers will seek to combine the data from these methods into a holistic insights approach.
From these three assumptions, we can begin to construct a model for marketing research in 2021.
appropriate Talent Will Be in Demand
First, there will be a compelling need for research professionals who can pull insights from a massive amount of information. This will require some technical mastery of database manipulation-a data-sifting and exploration process-and a significant amount of curiosity and creativity. The good news is that the innate curiosity that will be needed by researchers in 2021 is the same as the innate curiosity that the best researchers display today.
The tools may change, but the animating drive remains: we want to explore, discover, and understand. We want to know why.
Insight Management Will Become a Critical Corporate Function
The need for a repository of consumer insights will be intense. The river of consumer insights will be so deep and rushing so quickly that there will need to be a place where the precious insights cache is stored. Insight management will require three advances:
• Insights functions and suppliers will need to agree on a definition for an insight. Some exist now, and the VRIO framework (i.e., Value, Rareness, Imitability , and Organizational support) for the definition of an insight is one strong approach. Practitioners will need clarity to screen for and catalog insights.
• Practitioners will need to create their • Resistance to "The New": The "learning organization" may be an aspiration.
Many research executives, howeveron both the supply and the client sideare not comfortable changing what they already know how to do well.
When people know that a "time-tested" approach works, they are often uncomfortable replacing it.
• The Institutionalization of Metrics and Norms: The more deeply embedded in an organization a measure is, the harder it is to change. Research metrics need to be a part of senior-management dashboards to build an institutional "comfort factor" with the familiar.
• • Lack of Buy-in to the Change: Client buy-in-from the research department to marketing and, finally, to the C-suite-will be a requisite to change.
If clients buy in, suppliers will follow.
Some suppliers-inside and outside the research industry-will see the opportunity and take a leadership role in developing capabilities.
• Poor Implementation: Poor implementation leads to client dissatisfaction that leads to loss of internal support. Carefully targeted early successes need to be coupled with evangelizing successes to build commitment.
• Talent corporations in 2021 will need someone-and, possibly, many "someones"-to explore, digest, synthesize, and explain incoming insights to senior leaders.
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